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Abstract 
When discussing large companies, it is widely known that social responsibility became a form of self-regulation integrated in a 
business model. This paper presents the preliminary results of a study on Corporate Social Responsibility (CSR) in Small and 
Medium-sized Enterprises (SMEs) in Romania. This research emphasizes the gap between CSR behaviour of large and small 
firms, and between theory and practice in the case of the SMEs under study. The manager’s knowledge about CSR is surveyed. 
Also, the way managers make decisions regarding social issues is thoroughly analyzed. The study focuses mostly on decisions 
regarding the responsibility related to employees, more particularly on occupational illnesses and health conditions. The research 
analyses if the CSR concept is used as a marketing/PR tool, or whether it is simply an irregular philanthropic act without any 
integration to the business strategy or to the core business processes. The research presented in the paper is based on a survey 
realized in a region from the centre of Romania. The studied sample consists of 300 enterprises.  
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1. Corporate social responsibility as challenging scientific research topic 
The latest definitions of Corporate Social Responsibility (CSR) focus on stakeholder theory, and are based on the 
assumption that companies should build complex relationships with their stakeholders. The concept of corporate 
social responsibility has been widely investigated but a generally accepted theoretical framework does not yet exist 
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(Russo & Pirrini, 2010). CSR is a process with the aim to embrace responsibility for the company's actions and 
encourage a positive impact through its activities on the environment and to all members of the public sphere, 
considered as stakeholders. The recently developed ISO 26000 Guidance Standard (www.iso.org), created as a result 
of the strong demand for a globally acceptable and united document in the area of CSR, defines business 
responsibility as “accountability for impact of business decisions and activities on community and its environment", 
with respect to transparent and ethic attitude towards balanced development and well-being of society, but also 
expectations of parties involved.  
The European Union, and its institutions, has as a major concern the social responsibility of the enterprises, 
defining the CSR a concept whereby the companies integrate social and environmental concerns in their business 
operations and in their interaction with their stakeholders on a voluntary basis (Green paper- Promoting a European 
framework for Corporate Social Responsibility, 2001). Corporate Social Responsibility is part of Europe 2020 
strategy (Europe 2020, EU growth strategy, 2011) for smart, sustainable and inclusive growth, as it can help to 
shape the kind of competitiveness model that Europe wants. In fact in March 2010 the European Commission made 
a commitment to “renew the EU strategy to promote Corporate Social Responsibility as a key element in ensuring 
long term employee and consumer trust”. In Europe all countries are supporting their National Strategies for CSR, 
and it seems clear that emerging new international tools of implementation strategies with social responsibility focus 
will help its extension to more and more companies. Thus, relatively recently, the Romanian Government in 14th 
September 2011 issued the „National Strategy for Promoting The Social Responsibility” programme (Strategia 
Nationala de Promovare a Responsabilitatii Sociale, 2011), which creates a framework for the development of CSR 
behaviour in the Romanian society. Besides that, several other domestic sources, mostly corporate founds, appeared. 
As part of their CSR strategy, many major companies decided to support social responsibility projects. Such 
Romanian example is a grant of 2 million euro created in 2013, to promote the social responsibility concept among 
local companies, institutions, NGOs. (www.csrmedia.ro). 
So far, corporate social responsibility is mainly promoted by a number of large or multinational companies. The 
expectations, even pressure, form the social and political environment is so high, that actually is hard to find any 
large companies without a well-defined and promoted CSR strategy. In the case of large companies the CSR moved 
from strategically disconnected philanthropic giveaways to an integrated business strategy, linked to core business 
objectives and core competencies, providing positive financial returns. As with other similar type of in initiatives, 
the rate of adoption of CSR practices has been slower within SMEs. There are increasing calls for a strategic 
approach to CSR yet the SME case has often stalled at the awareness raising and mainstreaming levels. MacGregor 
(MacGregor & Fontrodona, 2011) aims to advance the implementation of CSR in SMEs, from superficial to 
strategic, by first asking if strategic CSR is even possible for an enterprise that has no strategy. The reasons for this 
slower adoption can range from the daily pressures to succeed in the marketplace to the limited amount of resources 
that SMEs have (Mendibil, Hernandez, Espinach, Garriga, Steven Macgregor, 2013). A key factor also might be the 
fact that SME managers often do not really understand the benefits of adopting these new practices. In the case of 
SMEs from the developing countries the gap between CSR behaviour of large and small firms, between theory and 
practice is even more substantial. It has been noted that research on CSR in SMEs is quite scant in developing 
countries (Burton & Goldsby, 2009), (Ciliberti, Baden & Harwood,2009). Hernáez et al. (Hernáez, 2012) presented 
a research on SMEs, where among other relevant results, it is investigated the situation of CSR policies in the case 
of SMEs from six European developing countries. In a recent research Grigore et al (Grigore, Stancu & Zaharia, 
2013) supplied valuable data for present research about the opinion of Romanian practitioners and academics 
regarding CSR education and training. In their findings there were no significant differences between practitioners 
and academics, both consider CSR education important, or very important.  
As already we showed above, a wide range of scientific literature exists concerning the CSR–SME relationship. 
The scientific research is based mostly stakeholder theory (Agle, 2008), (Sweeney & Coughlan, 2008), even if, there 
are still discussion regarding the stakeholder’s definition (Miles, 2012). The majority of the researchers agree on, the 
main stakeholders include: the environment, community, customers and employees.  
On the reference study the author experienced that among all the stakeholders the employees seem to be the less 
researched. This applicable to the case of the CSR researches on Romanian managers and firms, as well. There are 
previous researches, beside others just mention the recent researches made by Grigore (Grigore, 2013) or Baleanu 
(Baleanu, 2011), but as far the author knows there are few results about decision making and managerial behaviour 
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regarding CSR in the case of SMEs in Romania. After identifying this niche, we considered this topic interesting and 
challenging at the same time. 
 
2. Research related to CSR in the case of Romanian SMEs 
We had mainly two premises previous to the decision regarding the goals of the present research. Firstly it was 
assumed that in a relatively small city in middle of Romania managers are not yet familiarized with the CSR 
concept, and their companies are in delay related to the major companies on the market. The second premise was 
regarding the existing CSR programs. In practice, as well in scientific articles, it seems that the majority of CSR 
strategies are mostly targeting the outside environment of the company, and the programs like CSR regarding the 
employees, is less analyzed. These two premises were the starting point in designing the present research.  For the 
targeted SMEs we aimed to study to the following topics: 
x the manager’s knowledge about the CSR concept,  
x decision making in CSR issues 
x social sensitiveness of the manager 
x the behaviour regarding professional diseases and professional risks. 
x branding and CSR relationship 
x PR and CSR relationship 
In order to conclude the general topics listed above, it was decided to formulate the following three hypothesises: 
x The majority of the targeted managers do not have the basic knowledge regarding the CSR concept, and they do 
not make any plan, or action regarding this issue.  
x The professional diseases and health damages of the employees or other categories are handled only within the 
compulsory legal frame.  
x There is no strategy or plan to handle crisis situations created by professional diseases or accidents. The crisis 
communication is spontaneous and not desired. 
The research sample was set to 300 SMEs, locating in Tîrgu Mureş, a middle sized city, with 150.000 inhabitants. 
The average number of employees at the studied companies is 35 and the turnover around 1.500.000 euro. The 
average numbers show that among the studied enterprises there are some with important turnover, and relative high 
number of employees, being at the top of the SME category. The studied enterprises are acting mostly in industrial 
field or in the domain of services. The studied sample was chosen according their CAEN code (the Romanian 
economic activities index) in that way those activities in the company to be characterised by a certain level of 
professional risks. The size of the selected company must be as follows: 
x number of employees over 10, and below 250 
x turnover more than 65.000euro. 
The abovementioned limits are not chosen without reason. The turnover limit refers to a recent legal requirement. 
According this, below this value in Romania all companies considered micro enterprises, and have a different tax 
approach and governmental support. The established limit for number of employees is also related to legal 
requirements. Enterprises above 250 are not considered SMEs, and the limit of 10 employees is set as minimal limit 
to small enterprises. According to the Romanian National Institute of Statistics (www.mures.insee.ro) in the studied 
region there are 1623 enterprises having employees between 10 and 250. Applying the turnover limit we have, final 
research population of 1156 firms. The studied sample of 300SMEs is representative; there is a confidence interval 
of +/- 4.87%, at confidence level of 95%. 
The objectives were set in November 2012, and the fieldwork started in May 2013. The Gannt chart of the 
research is presented in Figure 1. In the project were involved over 50 persons, -researchers, students, and staff of 
partner institutions. The Chamber of Industry and Trade from Mureş County supplied the primary data necessary for 
the research.  
During the survey there were used multiple research methods. First there was a questionnaire filled at the main 
office of the company. The used questionnaire consists of 15 questions grouped in 4 logical sections. The first 
section was related to the general knowledge of the manager related to CSR concept. In the second section there 
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were questions about the CSR strategies of the company, and related to the attention for the social issues. The third 
group of questions are connected to the professional diseases and the health of the employees. The last section of the 
questionnaire consists of questions about the Public Relations activities and crisis communication related to CSR 
activities.  
All variables uses in this questionnaire are categorical, in natura and/or have irregular distributional properties. 
Therefore, non-parametric/distribution free techniques of statistical analysis were employed exclusively. Therefore 
the chi-Square independence test was used to determinate the level if significance.  
The second research method was the participant observation. In the project there were involved 40 students from 
Sapientia University. They had the task to analyze all the CSR activity of the companies, starting from their 
webpage and Internet presence till the available documents at the company, and discussions with the employees. 
This part of the research offered the most interesting data, but being impossible to standardize the data collection, 
the data processing will take long time. Also the reliability of the data must be carefully analyzed. Third method was 
the focus group interview method and the narrative analysis in the case of the discussions with the managers. Same 
to the previous method substantial time is needed for the data processing.  
In the analysis of the population we used stratified random samples. We assumed that there are important 
differences in handling CSR issues between the companies depending on certain criteria, such is: 
x the ownership of the company 
x the activity field 
x the age of the manager 
x the number of employees 
x the turnover 
 There was also test sample, consisting in 20 companies, in which it was checked how the questionnaires will be 
filled, how to approach the managers, how much time is needed for the discussions. 
 
As it was presented above in the Gantt chart, the data processing is still on schedule, the data for the whole 
sample is not available, yet. The final evaluation of the results, the results of the narrative analysis, participant 
observation will be available in 2014. In this paper there are presented some preliminary conclusions based on the 
data from the first 100 questionnaires, and receiving the reports of the 41 interviewers.  
3. Presentation of the preliminary results 
The preliminary results are based on the analysis of 100 questionnaires, and the preliminary reports of the 
interviewers. First the respondent’s familiarity with the term of CSR is analysed. Figure 2(a) presents the 
distribution of the answers received to the question, if he/she ever heard about the CSR concept. Figure 2(b) shows 
the answers distributions for the same question taking in account the size of the company. The distribution was made 
1-Nov 31-Dec 1-Mar 30-Apr 29-Jun 28-Aug 27-Oct
Research theme definition
State of art
Partnerships, getting focus group data
Sample definition, interviewing methodology
State of art and theoretical results presentation
Pre-test of the choosen methodology
Test group data evaluation




Future work, extended research proposals
Fig.1 The Gannt chart of the research 
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related to the turnover of their company. In the first figure the average data shows that the majority of the targeted 
managers do not have the basic knowledge regarding the CSR concept, and they do not make any plan, or action 
regarding this issue. If we have a deeper look on the variation of the data, presented in the second figure, we can see 
that is confirmed the assumption according with the bigger the companies are, more the managers know about CSR. 
The managers of small companies, (96% of them), are not familiarized with CSR, but 71, 43% of the managers from 
largest studied companies have knowledge about it. In the case of the companies between 50.001-500.000 and 
500.001-5.000.000 seems to be a contradiction, a switch in the expected results. In order to explain this situation the 
Chi-square independence test was applied on these data, and the result was that the difference is not significant 
among the categories (p=1.75). Applying separately the same test for the other two categories the result was a 
significant difference (p=0, 01). 
Fig. 2– (a) Basic knowledge about CSR (b) Relation of basic knowledge about CSR and the of the company 
According to our data the notion of CSR is not familiar up to 70% of the interviewed managers from the 
preliminary subsample of 100 companies. This means that the managers of these companies do not have basic 
knowledge about the concept; mostly they do not know even the name. The few of the managers who ever heard 
about the concept, (79% among them), received information about CSR from friends, meetings, generally from a not 
reliable source. Figure 3 shows that on the total sample, in average, 37% of the managers consider their knowledge 
enough about CSR. The answers of the managers who already knew about the CSR figures, that 63% of them 
consider their knowledge about the concept must be improved.  
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Among those managers who are not familiar with the concept 70% are not alarmed about their lack of knowledge.  
By more, 46% of them still consider, after a short –written and oral -presentation, that the concept is useless for 
them, or they are not interested in it. This lack of interest is somehow in contradiction with the declared care for 
social issues. 
In Figure 4. there are presented the results to the answers about the declared social sensitivity. More than half of 
the managers considered that they are open minded for social issues, by more, almost a third of them declared that 
they have a strategy for that in their company. This contradiction could be explained by their familiarity, knowledge 
about certain. In fact, it can be assumed, that the main cause might be that, the social sensitiveness is good for PR 
reasons, and CSR is not, yet. In the case of the studied SMEs the manager’s care about social issues is just an act to 
the expectations or call of the society. In the case of CSR there is not yet an explicit social, environmental and 
economic pressure. If this requirement form the market and stakeholders is not perceived, there is no need for 
behaviour change. Under these circumstances if still exist a CSR activity, this is indeed done voluntarily, and the 
managers really want to send a signal to the various stakeholders with whom they interact.  
 
In the next part of our survey it was analysed the short and the long-term decisions related to the CSR activity. 
The aim was to analyse if there is any integrated strategy, linked to core business, a consequent CSR policy.  The 
decisions, designed actions should take in account multiple factors, including the competitor’s behaviour, authority 
expectations and, -targeting to our main topic of our research-, their own employees. The most relevant answers are 
shown in figure 5 
Analysing the charts it is obvious that the majority of the managers from the sample did not make consequent 
decisions regarding the company’s CSR policy. Usually, there is nobody nominated as responsible for CSR, the 
health issues of employees remain a duty mostly for the human resource managers. The absence of decisions related 
to CSR policy, leads to the conclusion that the CSR concept is neither used for marketing purposes. It seems that the 
battle for the customers is done only in comparing products, services and advertisement campaigns. The analysis of 
the competitors ends at this level, and the finest CSR/PR techniques used by the major market makers are 
disregarded.  
In many CSR critics there are suppositions according to the CSR is nothing else than a Public Relation (PR) 
fashion or a marketing trick in order to create a better image for the company. In order to find out if the SME 
managers in Tîrgu Mureş region can /are ready to use the CSR concept as a PR or marketing tool, it was decided to 
put several question which are related to PR and marketing. The questions were targeted on issues like company 
mission, partnership with media and stakeholders, and crisis communication. Some of the questions and the 
distribution of the answers are shown in Figure 6. According to the results more than 81% of the managers 
considered, that they did not have any crisis situation in their companies, and there were no reasons for any public 
action in such situations. The contact with the mass media, is not necessary, CSR issues shall be avoided. These 
figures show that the majority of SMEs in the studied region have deficiencies not only in CSR issues, but also in 
their Public Relation activity. 
Fig.4 Social sensitiveness 
252   Levente Bakos /  Procedia - Social and Behavioral Sciences  124 ( 2014 )  246 – 254 
Fig. 5. CSR strategy, awareness 
 
The deficiencies of the studied SMEs in PR were showed up also during the data collection. In the majority of 
case it was difficult to get in touch with the companies.  Under normal circumstances it was we planned to reach the 
manager though the firm’s PR office, or other similar office. In many places there were no such offices, and no 
person in charge. During the interviews the majority of the managers did not understand that the openness to public 
requests is their best interest. A proper PR/CSR policy means investing in future, and it can be expected that the 
voluntary commitment, the openness they adopt will help to increase their profitability. As result of our findings the 
studied managers show detachment to the public, exception being their partners and the customers.  
4. Conclusions 
Analysing the data of our survey, we can conclude, most of the targeted managers of the small and middle-sized 
companies, in studied the region, aren't familiar with the CSR concept.  The majority of them do not make any 
decision, plan, or action in order to improve this status quo.  
Even if at national and EU level several efforts have been made, and important resources are accessible, the 
managers do not realise the economic potential of being responsible to the social issues, to the environment and, as 
particularly it was studied in the research, to the health of the employees. The professional diseases and health 
damages of the employees are handled only within the compulsory legal frame.  
Although the first responsibility of a manager is generating profits, companies can at the same time contribute to 
social and environmental objectives, through integrating corporate social responsibility as a strategic investment into 
their core business strategy, their management instruments and their operations. 
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It was presented that the CSR concept as marketing /PR tool is not known by the respondents, the pressure from 
the stakeholders is not significant regarding CSR. The competition between these companies has not achieved a 
level where the CSR issues can make the difference. It seems the CSR, as a PR or marketing weapon remain at the 
major companies’ privilege. In the point of view of the SME managers the CSR, if is present in the analysed SMEs, 
is regarded as a compulsory cost rather than an investment with long-term future benefits. The managers do not 
realize that passing over the social issues, in long term they are going down in the market competition, missing 
customers and business opportunities, and finally losing profit. 
Regarding the manager’s communication skills and the decisions regarding PR and communications the research 
showed that there is no strategy or plan to handle crisis situations caused by professional diseases or accidents. The 
crisis communication is spontaneous and not desired. The studied managers did not realise that the CSR can help 
maintain a good reputation; a reputation that take decades to build up, and can be ruined in hours through CSR 
related incidents (such as environmental accidents, strikes and unfair trade). 
We can conclude, although worldwide many SMEs, already take up their social responsibility, particularly 
through community involvement, further awareness rising and support to disseminate good practice needed, 
especially in the case of developing countries as Romania. In the increasingly competitive environment SMEs in 
order to keep the pace with the major companies adopt, or should adopt, CSR strategies. They must be increasingly 
aware that corporate social responsibility can be of direct economic value, thus, must treat CSR as an investment, 
rather than a compulsory operative cost. The solidarity, sustainability, social receptivity and integrity are values 
which sometimes are missing in the competitive market environment, but in long term, may become key figures in 
remaining, or not, in business. 
 















There w ere no 
such situations
81%

















Fig.6. CSR, mission and PR 
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5. Future work 
The goals and the methodology of the present research were set in that way to offer possibilities for further 
research. The size of the sample, the geographical location and the activity fields of the sampled firms were chosen 
consequently. In this stage of the research there was no reason for considering a more global research methodology 
or to make a deeper analysis, for example analysing all the aspects according to a proposed model, e.g. as ISO 
26000. The research as it is now is challenging and offers valuable scientific data both for the scientific and 
economic environment. It can be expected that the final results will be relevant, significant and useful from 
scientifically point of view for the studied region and company category. The number of questionnaires, the 
interviews and participant observation provide a database that can be considered as a starting point for a much larger 
research. The results of the research may offer multiple possibilities, useful data for practical applications for the 
involved institutions, too. It can be assumed, starting from the conclusions of this research, several further projects 
concerning CSR programs, or even strategies, can be developed at the studied companies. Hopefully after the 
previous discussions, and those that may follow, the managers may use the CSR concept in their PR activities, and 
this will help to create a better image of their company. We may assume also, that the managers using the data 
supplied by our research will be able to make better decisions, to have better long term view and establish 
partnerships with the stakeholders.  
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